Abstract
Introduction
Marine tourism is a continually growing sub-branch with an increasing contribution to tourism in general. The marine tourism industry consists of several business forms [1] . Yacht tourism, one of the largest components, is an activity that combines several natural and man-made aspects. In particular, it involves the active use of shores [2] . According to Arlı [3] an increase in the number of marinas and mooring capacities leads to competition and drives marina businesses to provide higherquality services. Despite the recent increase in the number of marinas, there are still fewer than in most countries in Europe. There are only 63 marinas in Turkey, which is a country that is surrounded by water on three sides and has a shoreline of 8337 km [4] .
The ever-changing expectations of marina customers have been the most important determining factor in the increasingly competitive environment. Variability in marina customers' quality perceptions reveals the importance of determining service quality variables. Within this scope two specific objectives of this study can be defined. First one is to explore the service quality determinants in marinas. Second is to determine and analyze the differences in the perceptions of customers on service quality determinants in marinas and their impact on customer satisfaction. This explorative study will focus on the relationship between perceived service quality and customer satisfaction.
Previous studies [3, 12, 13, 14] mostly focused on analyzing the only perceptions of customers on service quality determinants. In this study comparison of the perceptions and impact of service quality determinants on customer satisfaction are analyzed.
This paper uses the SERVQUAL service quality model developed by Parasuraman, Zeithaml and Berry [5] . Service quality is evaluated by the discrepancy between customer expectations and perceptions [6, 7] . Meeting the expectations of customers based on their needs and wants ensures that service is perceived as high quality [7] .
A qualitative study was conducted based on the 22 expressions in the SERVQUAL survey form, which is adequately organized to reveal the dimensions of services provided at marinas. The interview form was used by experts in semi-structured interviews. Data were obtained from the qualitative study using the data collection tool that was developed to measure the effect of service quality and customer satisfaction variables. In parallel, a field study was conducted with the participation of yacht owners and captains who receive services from marinas. The data obtained were analyzed and a general evaluation was made. In the conclusion, the findings of qualitative and quantitative studies were compared.
Literature Review
In the current competitive environment between marinas, it is important to maintain existing customers and acquire new ones and hence service quality and perception are essential. This study evaluates service quality through customers' perception of services. Customer satisfaction plays a very important role in marketing and sustainability of activities.
Customers perceive the services they purchase in two ways: Satisfaction obtained during service and quality of service [8, 9] . Provision of customer satisfaction with quality service has an important place in marketing. Increasing service quality requires researching the needs and wants of yacht owners and captains as well as their perception of service quality. A review of current literature showed that perceived service quality and customer satisfaction are important on a daily basis. There are five dimensions of SERVQUAL methodology which measure the level of service quality [8] .
Tangibility: As the name suggested that all the tangible things or physical facilities including personnel, equipment, building and renovation etc.. Reliability: It describes the capabilities to fulfill promised services accurately and dependably.
Responsiveness: It describes the intentions of the firm and its willingness towards customers' help.
Assurance: It involves the understandings and courtesy of employees, their capabilities to convey confidence and trust.
Empathy: It consists of caring and customized responsiveness to customers. This empathy contains communication, access and understanding the customer.
There are several studies [3, 10, 11, 12, 13, 14] on service quality based on information from marina managers and yacht owners and captains. Durukan [10] reported that the yacht mooring facilities in the Aegean region was customer oriented. Based on information from 35 yacht owners, he reported that yacht owners looked first at the reliability of marina authorities and employees, and secondly, the prices. They preferred marinas where they could berth their yachts. The least important factor when choosing a marina was the degree of name recognition in the yachting community. Akaltan and Nas [11] examined factors that affected customers' marina choices. Interviews were done with 35 yacht owners and captains. The top three factors that customers took into consideration were the location of the marina (preferring one that is located on north-south routes), availability of adequate and clean showers and toilets, and an active social life around the marina. Cosar and Nas [12] studied the criteria that affected marina preferences of yacht users. The most important factor stood out as security, followed by hygiene and cleanliness of shared areas (showers and toilets), social activities provided to the owners and captains of yachts, the living area, and other similar factors [12] . Sipahi, Onay, and Tanyeri [13] concluded that marinas that provided "good facilities" to yacht owners and captains, offered "new destination opportunities," and offered activities and services around the marina played an important role in marina preferences. The studies related to the marina service quality determinants are shown in Table 1 .
Studies that measured service quality usually use SERVQUAL [14] . The study conducted by Sarı [14] concluded that "physical assets, reliability, eagerness, reliability, understanding the customer and 
Model of the Research
The model of the study was adopted and modified from the empirical study by Dehghan [16] depicted in Figure 1 . The figure shows the relationship between service quality and customer satisfaction and the determinants that defines each of them.
The model indicates that perceived service quality is considered as an initial determinant of customer satisfaction [17] . It shows that the quality of service measured by the SERVQUAL variables provide customer satisfaction. There are lots of specific techniques have been used in conceptual discussions and experimental practices of customer satisfaction, yet they seem to have at least one thing in common: They refer to the customer's relationship over time toward one specific object [18] . [16] The steps of the study are illustrated in Figure 2 . According to the figure, initially literature review was conducted, and then quantitative method following qualitative technique was performed. Finally, analysis was carried out and findings were discussed.
Figure 2. The Steps of Study

Results
In this study both qualitative and quantitative techniques were used to determine impact of perceived service quality on marina customers' satisfaction in Turkey. The results of those techniques are explained in detail below.
Qualitative Research
In this study initially a qualitative study has been conducted to determine the service quality determinants in marinas. The Semi-Structured Interview technique, which is the ability to gather opinions from experts from various area of expertise, has been selected to bring about consensus in this study [19] . This technique which is utilized to explore service quality determinants in marinas, contributed to create data collection tool for quantitative research process. The details of interview are shown in Table 2 .
A face-to-face interview was conducted with the above-mentioned experts and new variables were added to the service quality variables obtained from the literature. Besides, permission has been obtained from the experts in the negotiations for the publication of the identity information. As a result of the interview, in the light of the feedback from the customers, it was seen that the new service quality variables in practice came to the forefront. The determinants of perceived service quality obtained from literature review and interview are shown in Table 3 .
It is clear from the This result indicates that the reaction time is so slow. Moreover, although the existence of the quality management system is important to the customer, it is seen that the implementation of this system is more important. At this stage, the customer wants to feel that an existing system is being implemented effectively. Table 4 shows that most of the respondents were university graduates (41.8%, 56 people). Of the 134 participants, 76.9% (103) were Turkish nationals, and 23.1% (31) were foreign nationals; 40.3% (54) were sailors and 15.7% (21) were boat managers; 45.4% (61) earned US$ 10,000-50,000 annually. Almost half of the respondents had 10 or more years' experience of working on a boat; 53.7% (72) were yacht owners, 32.8% (44) were yacht captains, and 8.25% (11) were yacht owner-captains. Most boats were for private purposes (92.5%, 124), which is a striking result. Most Turkish participants work sea-related professions whereas most foreign participants are retired. In European countries, with the economic value of yacht tourism, employment and types of income investment and operation stages is increasing. Nevertheless, the increase in the number of older and retired people in European countries as well as the importance given to navigational activities explains why most foreign respondents are retired. In addition, most customers who purchase service at marinas are yacht owners and captains; they do not need yacht captains. Table 5 shows the participants' nationality, and type of boat.
As for the distribution of boat types used by marina customers in the study, Turkish respondents mostly used motor yachts whereas foreign nationals preferred sailboats. It is thought that this difference is due to the fact that foreign customers, who have more time to spend more time at sea, prefer sailboats whereas Turkish customers who have shorter vacations choose boats that offer a more effective use of time.
During the low tourism season, most Turkish customers choose the IC Cesme marina while most foreign national customers choose Ece Saray Marina. Turkish customers prefer motor yachts and foreigners prefer sailboats.
In order to determine differences in perceptions of service quality, hypotheses were tested. The main hypotheses 1-3 evaluate differences in customers' perception of service quality. When the mean values of the accepted sub-hypothesis related to hypothesis 1 are examined, it can be seen that there is significant difference in the perceptions of foreign customers and Turkish customers for the H 1.1 and H 1.2 , H 1.4 , H 1.5 , H 1.6 sub-hypotheses.
According to the findings that foreign and Turkish customers have significantly different opinions on the adequacy of infrastructure, superstructure and common use areas of marinas, specifically services for the disabled, and services for boat repairing and overhauling. Although foreigners are not evenly distributed among marinas, reaching conclusions for four marinas is possible.
To test hypothesis 2, as shown in To test hypothesis 5, as shown in Table 7 , sub-hypotheses H 5.1 and H 5.21 were accepted. In other words, there were significant differences between of yacht owners and captains with different professions. According to the post hoc Tukey test, there were significant differences for the "retired or other professions" group in H 5.1 (0.026) and for the "self-employed or other profession" group (0.003). In H 5.21 , there was a significant difference for the "retired or other profession" group (0.025).
The factor analysis was conducted to classify items under the group of factors. Table  8 illustrates the results of a factor analysis, which identified five relevant groups: 1) Reliability and competence, 2) Management, planning, and standards, 3) Physical assets, reputation, and environment, 4) Location and suppliers, 5) Maintenance and repair.
The high KMO value of 0.903 shows that variables conform to the factor analysis. In addition, the Bartlett test was 0.1%, which shows high significance (p=0.000). A reliability analysis was done for each factor group (Table 6 ). The first group had the highest reliability, 0.953, whereas the fifth group had the lowest reliability, 0.659. calculated by Correlation analysis. The correlation matrices of factors are shown in Table 9 . Correlation analyzes are performed to determine the relationships between variables handled by the same scale type. In social sciences, there is a weak correlation between 0 and (+, -) 0.19, a medium correlation between (+, -) 0,20 and (+, -) 0,39 and 0,40 to (+ , -) 0.59 is considered to be highly correlated (14) . As understood from Table 9 that there is high correlation between Factor 1 and Factor 2/3, and medium correlation among others.
The relationship level among factors was
Multiple regression analysis was used to evaluate the impact of perceived service quality on customer satisfaction. The dependent variable was the last item of the survey, overall satisfaction, which showed that 89.6% were generally satisfied. The model summary of regression analysis is illustrated in Table 10 . In regression analysis, the F value shows whether a test is statistically significant (p<0.05). R 2 is a coefficient that shows the extent to which changes in the dependent variable are explained by independent variables. R 2 was 0.173, and 17% of "customer satisfaction from marinas", which is the dependent variable, is explained by service quality variables offered at marinas. Regression analysis results are shown in Table 11 . The F value was 5.353 and the p value was 0.000, so the regression model was statistically significant. This means that estimating customer satisfaction with at least one of the independent variables is statistically possible. The p values of the three of the five independent variables are less than 0.05 so they are all statistically significant. In other words, hypotheses H 6 , H 7 , H 8 are supported but H 9 and H 10 are rejected.
The following survey items had a direct impact on overall satisfaction: Reliability and competence (B: .150; p<0.05), management, planning, and standards (B: .144; p<0.05), physical assets, respectability, and environment (B: .125; p<0.05). The highest impact on customer satisfaction was "reliability and competence" with B: .150 value, followed by "management, planning and standards" with B: .144, and "physical assets, respectability and environment" with B: .125 value. This means that these factors have a 15%, 14.4% and 12.5% impact on customer satisfaction, respectively. The coefficient of the three variables shows that they have a direct positive impact on customer satisfaction.
Conclusion and Discussion
The main result of this study is that there is direct impact of perceived service quality on customer satisfaction in marinas in Turkey. The findings showed that there is positive statistical significance among the three dimensions of service quality (reliability and competence, management, planning, and standards, and physical assets, respectability and environment) and customer satisfaction. In order to increase service quality and ensure customer satisfaction, the most pressing items are "reliability and competence" variables, then those under "management, planning, and standards," and finally "physical assets, respectability, and environment." Hence "reliability and competence" variables should be given priority toward improving satisfaction and increasing repeat visits and recommendations.
This study concludes that environmental condition of marinas in Turkey perceived as low by all customers. Sea water quality is not at satisfactory level due to fact that there are lots of contaminators cause water pollution. The sea water quality has to be improved in marinas. It can be provided with some preventive measures such as increased disincentives and with promotive procedures.
Turkish customers are satisfied with the knowledge, skill, and punctuality of marina personnel and services, whereas non-Turkish customers significantly lower perceptions in this regard. This can be explained as foreigners' experience difficulties in terms of communicative skills. The problem both created by knowledge and level of speaking foreign language. Thus the marina administration must test the knowledge and communication skill level of its personnel both before and after recruitment. These findings imply that recruiting competent staff may be a critical aspect for foreign customers in judging the quality of marina services.
Foreigners have a more optimistic perception of the quality of service that they receive. It can be simply explained as they are probably happy with life in general. Because they are older, richer retired people on vacation.
Another significant conclusion of this paper is that captains of boats at marinas that are located far from city centers perceive sports and social activities as more important. Such activities must be found not only in high season but also during low season. Hence customers place importance on spending quality time at marinas.
The marinas in the study have more foreign customers, even in low season. Considering the location and climate of Turkey, it can be concluded that in Mediterranean Region yacht tourism season begins earlier than in other regions.
According to data, service quality is higher at the following marinas: Ece Saray Marina, IC Cesme Marina, Setur Kusadasi Marina, and Teos Marina. Hence foreign customers are more satisfied than Turkish customers. However, some variables are evaluated as low by both groups. These include internet services at marinas, sports activities, and social activities. For these services, which are common concerns of both Turkish and foreigner customers, improvements must be made and their sustainability must be ensured so that customer satisfaction can be kept at the highest level.
Foreign language levels of marina personnel are very important for dealing with foreign customers. In addition, infrastructure and superstructure suitable for handicapped yacht owners and captains or their guests and special equipment and systems are crucial for foreign customers. Services offered for disabled yachters at Ece Saray Marina, IC Cesme Marina, Setur Kusadasi Marina, Teos Marina were evaluated as high by foreign customers. The infrastructure components that were included are pedestals located in suitable intervals on piers, decks and floating docks that provide water and electricity, transportation, a communication network inside the marina, parking lot, and similar services. Modern and technological infrastructure components have an impact on the satisfaction of both Turkish and foreign yacht owners and captains.
In this study, a research model was conducted for marina businesses that are active in Turkey. There were some limitations of the study. Efforts were made to reach out to all active marinas in Turkey, but study did not include most of them all. The surveys were conducted during low season, which explains the low number of yacht owners and captains who were moored at marinas. In addition, the survey was only in English and Turkish, so those who did not speak these languages could not participate.
In the future a more comprehensive study could be conducted during high season. In addition, the survey could include additional languages at other marinas, which would increase the sample size. Future studies could compare marinas in other countries.
